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Abstract 
Machiavellianism generally refers to the personality trait of manipulating others for one’s success. Emotional blackmail is 
another form of manipulation in which people threaten to be punished if they don’t do what we want. Little research has been 
done with these two negative characteristics. This research is to investigate the Machiavellian orientation of salespeople and the 
relationship between Machiavellianism and Emotional Blackmail. The reported findings are based on 324 effective 
questionnaires by convenient sampling. Major findings are: (1) Machiavellianism is positively and significantly correlated with 
emotional blackmail, and (2) moderate effects of demographics on the relationship between Machiavellianism and emotional 
blackmail are insignificant. Implications and limitations of this study concerning the further applications of Machiavellianism 
and emotional blackmail are discussed. 
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1. Introduction 
Machiavellianism is a negative character trait based on 16th century writing of Niccolo Machiavelli that 
included manipulation, cunning, duplicity and bad faith (Christie and Geis, 1970). Generally, Machiavellianism 
refers to the personality trait of making use of others for one’s success. Within business, salespeople are the most 
negatively mentioned group (Gable, 1988), and they has long been criticized for using questionable tactics to induce 
potential customers to purchase (Laczniak and Murphy, 1993; Stanton and Spiro, 1999). There has long been 
criticized that successful salespeople possess the willingness and ability to manipulate people into purchasing 
unneeded or unwanted goods and services (Galbraith 1967; Pollay 1986). Therefore, Hunt and Chonko (1984) 
suggested that, if these critics were correct, successful salespeople should be highly Machiavellian. With regard to 
manipulation, another powerful tool is “emotional blackmail” which was proposed by Forward in 1997. The 
mechanism of emotional blackmail uses specific weapons to accomplish the goal of controlling and manipulating 
the behavior of another person, and occurs between people in all kinds of human interaction relationships within all 
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social settings. 
Like Nancy (2007) indicated “emotions drive our decision making”, and “every decision we make is in pursuit 
of an emotional goal”. We are in the era of the emotional economy now. In this era consumers make purchases in 
pursuit of the emotional experience they seek. They return to the same businesses and become loyal because these 
choices evoke desired feelings. Previous researches have verified the positive relationships between 
Machiavellianism and sales performance in salespeople (Greenberg and Mayer, 1964; Christie and Geis, 1970; 
Olshavsky, 1973; Aziz, et al., 2002; Aziz, 2004, 2005). On the other side, the salespeople, who play the role of 
emotional blackmailers in this study, are good at using emotion contagion to manipulate and persuade customers to 
comply. Therefore, we wonder on the era of emotional economy, do the highly Machiavellian salespeople tend to 
make good use of “emotional blackmail” to negotiate with customers and improve their sales performance?  This 
study, to our knowledge, is the first one that treats “emotional blackmail orientation” as one kind of personality 
characteristics. Because emotional decisions dominated our lives becoming more and more obviously, this study to 
investigate the relationship between Machiavellianism and emotional blackmail is a frontier that, at the very least, 
deserves exploration and attention in both psychology and business. 
2. Machiavellianism and Emotional Blackmail 
2.1. Empirical Machiavellianism studies 
Wilson, Near, and Miller (1996) defined Machiavellianism as a strategy of ‘social conduct that involves 
manipulating others for personal gain, often against other’s self-interest’.  The core concept of this personality 
characterized with of manipulative, persuasive behavior to accomplish personal objectives.  Since the development 
of the Mach scales by Christie and Geis(1970), a host of studies have investigated empirically the relationship to a 
variety of organizational variables. Such as high Machs manipulate more, win more, persuade others more (Christie 
and Geis, 1970; Scheper, 2003), have higher achievement motivation (Okanes & Murray, 1980), have higher sales 
performance (Aziz et al., 2002), locus of control (Gable, Hollon, and Dangello, 1992; Gable and Dangello, 1994), 
job performance(Gable and Topol, 1991; Gable, Hollon, and Dangello, 1992) than low Machs. Also, it has been 
shown that those who are high on Machiavellianism are different from others in their use of information and their 
communication strategies (Aziz, 2004). Jones, Nickel and Schmidt (1979) investigated the relationship between 
Machiavellianism and disclosure of information, the results shown that Machiavellianism was willing to disclose 
more information under cooperative conditions as comparing to the competitive conditions. Liu (2008) provided the 
similar evidence, contended that there exist significantly negative correlations between Machiavellianism and 
willingness of knowledge sharing. Another popular aspect of Machiavellianism is its relationship with ethical 
behaviour (Hegarty and Sims, 1978; Rayburn and Rayburn, 1996). Generally, it still remained mixed in the 
relationships between unethical behavior and Machiavellianism (Aziz, 2004).T he above evidences, however, 
clearly suggest that a Machiavellianism is likely to be more persuasive and manipulative to achieve personal goals. 
2.2. Empirical Emotional Blackmail studies 
Emotional blackmail is attempts to influence or control by manipulating emotions. The blackmailers lay down 
a thick fog to obscure their manipulations, thus even smart and capable people can’t see what is happening to them 
(Forward, 1997). Emotional blackmail often follows a cycle of six stages, or six symptoms, demands - resistance - 
pressure - threats - compliances & repetition. This process happens between every business bargaining negotiation.  
According to Hatfield and her colleagues (1992, 1994), emotions move fluidly from person to person on the fleeting 
expressions of face, vocalization, and subtle or dramatic shifts in posture, and these emotion transmissions will 
influence their decision making. The emotional blackmail occurs every day and everywhere in the world, some 
psychological therapists take it just as emotional abuse and providing solutions to help people understand and 
protect them from emotional blackmail. However, there are little empirical studies dealing with this topic and even 
less applying to business relationships. Usually, the within the business relationships, especially during the 
salespeople and customers, has an element of perceived control by both parties. The salespeople want to control the 
behaviour of the customer to make their business to prosper. Similarly, the customer is attempting to gain control 
over salespeople to get more benefits from them. Chen (2009) identified five types of customer who adopt 
distinctive emotional blackmail styles toward frontline service employees to communicate their needs and desires. 
This study is another attempt to investigate Machiavellian correlates to emotional blackmail orientation of 
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salespeople who use all kinds of techniques to manipulate their customers, and this topic is especially important in 
the emotional economy era. 
2.3. Demographic moderators 
Besides, there are several researchers believe that demographic variables make differences in terms of 
Machiavellian orientation (Vitell, Lumpkin, & Rawwas, 1991; Ma, 1985). For example, Turner & Martinez (1977) 
stated that Machiavellianism is positively related to success for males with high educational attainment. Domelsmith 
& Dietch (1978) concluded that Machiavellianism is significantly correlated with the unwillingness to self-disclose 
among males. These imply that demographic variables should be taken into consideration when studying 
Machiavellianism. Hence, this study adopts gender, age, tenure, education level, and work position as moderators in 
the relationship between Machiavellianism and emotional blackmail. Based on the discussions above, successful 
salespeople high in Machiavellianism who tend to manipulate, emotional blackmailer tend to manipulate too 
therefore implied the following hypotheses, 
Hypothesis 1: Machiavellianism is positively correlated with emotional blackmail orientation 
Hypothesis 2: Demographic variables moderate the relationship between Machiavellianism and emotional 
blackmail orientation            
3. Methods 
3.1. Sample 
This study was done on a sample of salespeople who are taking evening classes in four universities in Taiwan. 
A total of 500 questionnaires were distributed of which 324 usable questionnaires were returned, the effective 
respond rate is 65%. Among the effective samples, the ages ranged from 15 to 35, 147 male and 87 female. 
3.2. Measures 
The MACH IV scale developed by Christie and Geis (1970) which has been widely used to measure the 
Machiavellianism, this study follows this tradition to use seven-point Likert type scale. As to emotional blackmail 
orientation, this study continues to employ the scale I developed from original concepts of Forward (1997) and 
revised from several in-depth interviews with psychological experts. This scale comprise of fourteen statements to 
measure the level of emotional blackmail orientation. The demographic variables, gender are coded 1 for “male” and 
2 for “female.” Age is coded 1 for “18-22,” 2 for “22 -26,” and 3 for “above 26.”Tenure is coded 1 for “1~3 years”, 
2 for “4~6 years”, 3 for “7~9 years” and 4 for “above 10 years”. Education is coded 1 for “no college degree,” 2 for 
“bachelor’s degree,” and 3 for “master’s degree.” Lastly, position is coded 1 for “junior sales”, 2 for “middle sales 
managers” and 3 for “senior sales managers.” 
4. Results 
4.1. Descriptive Statistics and Correlation Matrix 
Table 1 provides means, standard deviations, and inter-correlations of variables used in this study.  As shown 
by table 1, there indeed exist significantly positive correlations of Machiavellianism with emotional blackmail. 
Regarding demographic variables, Machiavellianism negatively correlated with age and tenure, and positively 
correlated with education and position. Emotional blackmail orientation positively correlated with education, and 
negatively correlated with age. 
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Table 1. Means, Standard Deviations, and Correlation  Matrix
 Mean SD 1 2 3 4 5 6 7 
1.Gender  
2.Age 
3.Tenure 
4.Education 
5.Position 
6.MACH 
7.EBO 
1.37 
2.36 
3.10 
2.69 
1.92 
72.42 
42.68 
.48 
.80 
1.20 
.88 
0.61 
12.49 
14.32 
-- 
-.22*** 
-.22** 
-.02 
-.15* 
-.08 
.01 
-- 
.81*** 
-.27*** 
-.24*** 
-.19** 
-.20** 
-- 
-.17** 
.22*** 
-.17** 
-.12 
-- 
.38*** 
.29*** 
.18** 
-- 
.26*** 
.12 
-- 
.49*** -- 
                   Note. N=324. Mach= Machiavellianism. EBO= Emotional Blackmail Orientation; *p05烊** p 01烊*** p001 
4.2 Hierarchical Regression Model Analysis  
Furthermore, in table 2, this study conducted the hierarchical regression model to examine the relationship 
between the Machiavellianism and emotional blackmail orientation, and the moderate effects of demographic 
variables. In this model we let the emotional blackmail orientation be dependent variable and demographics as 
control variables. The results of hierarchical regression support hypothesis 1, verified the Machiavellianism has 
significantly positive effects on emotional blackmail orientation, but not support hypothesis 2. The coefficients of 
moderating effects, the interaction items shown in model 2 showed no significant relations with emotional blackmail 
orientation. That is the demographics including gender, age, tenure, education, and positions did not moderate the 
relationship between Machiavellianism and emotional blackmail orientation. 
Table 2 Hierarchical regression model of this study—emotional blackmail orientation  as dependent variables
Emotional blackmail orientation 
variables Model 1 Model 2 
Control variables   
Gender -.02 .05 
Age -.24* -.07 
Tenure .10 -.04 
Education .11 -.02 
Position .04  
Independent variable  
  Machiavellianism   .48*** 
  Machiavellianism*Gender             .19 
  Machiavellianism*Age  -.02 
  Machiavellianism*Tenure  .69 
  Machiavellianism*Education  -.30 
  Machiavellianism*Position  .31 
R² .06 .26 
F 3.17**   13.62*** 
ǻR²  .20 
ǻF  10.45 
5. Conclusion and Discussion 
The findings of this study show a positive and significant relationship between scores on Machiavellianism as 
measured by Mach IV (Christie and Geis, 1970) and the emotional blackmail orientation in 324 salespeople. The 
moderating effect of demographic variables is not so clearly. This study represents an active attempt to investigate 
an ignored and interesting topic in the emotional economy era. The results obtained here just a start point for 
encouraging future researches, particularly in service industries. Because the perceived quality of the service often is 
directly influenced by the customer's interaction with the service provider (Bowen & Schneider, 1988), how the 
service provider acts and speaks with the customer has become a much more salient concern of management.  The 
results show that salespeople on high Machiavellianism tend to use emotional blackmail toward customers for 
achieving their goals, but they did not think of the possible bad outcomes of their emotional blackmail 
manipulations. Hence, the conclusions of this study can be useful for reminding human resources managers to select 
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right salespeople. During selection process not only focus on searching high Machiavellianism salespeople, but also 
beware to exclude the people who are high in emotional blackmail orientations. It is also helpful to salespeople to 
examine if have been doing emotional blackmail toward their customers unconsciously.  
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